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Steel industry is an important material basis for national economy and defense 
construction. Its development level is one of indications which could measure a 
country’s industrialization extent. Steel trade enterprise associates factory with its 
consumer benignly. Stepping into trade’s skyrocketing development stage since 
2000, crude steel production continuous soars to a greater height. Various risk cases 
emerge intensively along with competition intensifying. As market running 
environments worsened, steel industry gains access to a declining era.  
This paper takes Xiamen C&D Metals Co.,Ltd.’s (abbreviated for C&D Metals 
as follow) marketing strategy on as the object of research. Affected by international 
and market regulation to a large extent, Business Department has been working on 
all varieties of steel products (including semi-products, architecture and industry 
materials, so on and so forth) marketing for 16 years. Its case is a typical 
representative for study. With the rise and fall of steel industry, C&D Metals 
encounters with running dilemma although it has achieved a great success. Under 
the background, based on the relevant analysis on C&D Metals’ status quo and its 
present running situation, the study analyzes C&D Metals’s current marketing 
strategy by integrating scholars’ research findings with actual macro economy and 
market environments. The paper holds that all steel trade enterprise confronts with 
the problems of superfluous industrial production, worsened running environment as 
well as condensed scale of factories and banks. The above mentioned facts give birth 
to a totally brand-new merchandise form. In view of the environment’s change, the 
paper, on one hand, makes a detailed analysis toward the corresponding impact and 
problem, on the other hand, propose that marketing strategy should be adjusted 
promptly to foster strengths and circumvent weaknesses. Aiming at promoting C&D 
Metals’s development, series of proposals including integrating upstream suppliers’ 
resources, establishing stable cooperation relationship with downstream cliente, and 
marketing serving for marketing are put forward.  
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第一章  绪论 
第一节 研究背景和意义 
一、研究背景 




的矛盾越发尖锐。工信部发布的《2012 年钢铁工业运行情况分析和 2013 年运
行展望》显示，2012 年占全国钢铁产量 80%的 80 家重点大中型钢铁企业累计
实现销售收入 35441亿元，同比下降 4.3%；实现利润 15.8亿元，同比下降 98.2%，
销售利润率几乎为零，只有 0.04%①。2013 年钢铁行业盈利持续处于较低水平，
尽管较 2012 年有所好转，但整体国内市场供过于求，80 家重点大中型钢铁企
业累计亏损 228 亿元。钢铁行业进入了“长冬季”。 








厦门建发股份有限公司（1994 年上交所上市，代码 600153，中国 500 强企业排
名 127 位）旗下专营钢材产品的全资子公司。公司立足于国际国内钢铁流通市
场，以"资源、资金、品牌"为发展支点，以 "诚信、高效、服务"为经营理念，
                                                 
○1  张蕊，成本上升外需不足，2012 年钢铁行业利润几乎为零中财网 http://www.cfi.net.cn/EB/OL 











































































































据 4C 理论对建发金属现行经营模式提出改善。 
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第二章  营销理论综述 
第一节 营销和营销策略的基础理论 
    2013年，美国市场营销协会（American Marketing Association,AMA）对
市场营销（Marketing）的定义是：市场营销在创造、沟通、传播和交换产品中，
为顾客、客户、合作伙伴以及整个社会带来价值的一系列活动、过程和体系。



















































步发展和完善了温德尔·史密斯的理论并 终形成了成熟的 STP 理论——市场
细分（Segmentation）、目标市场选择（Targeting）和定位（Positioning）。
它是战略营销的核心内容。STP 理论中的 S、T、P分别是 Segmenting、Targeting、
Positioning 三个英文单词的缩写，即市场细分、目标市场和市场定位。 
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